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摘  要 
摘  要 
自 80年代初以来，中国气雾剂发展十分迅速，产量在二十几年间增长了 136倍多，








































China Aerosol Industry made a sharp increase since 1980’s, the output of China Aerosol 
products was increased more than 136 times in past decades comparing with the size of the 
establishment beginning stage of China Aerosol Industry. Now the supply systems and 
resources of China Aerosol Industry are initially established and continually improved after 
the successful development in past years. Considering the attractiveness of the potential 
business of China Aerosol Industry, P Corporation started to invest first production site – T 
Company in Suzhou Industrial Park, China in 2007 to develop the business of Rubber Gaskets 
and Dip Tubing that are used in Aerosol Valves for Aerosol products. The Aerosol products 
consist of the filler, Aerosol Can and Aerosol Valves, but the key component is Aerosol Valve, 
this component is called as “the heart” of Aerosol products because of its importance. In fact, 
“the heart” of Aerosol valve is inner rubber gasket, so the inner rubber gasket is really “heart” 
of Aerosol products. The key function of the rubber gasket is sealing and make aerosol valves 
worked and operated. 
The business of T Company are Rubber Gasket and Dip Tubing as what we introduced 
above, T Company did make a success in China for his business in the past years, but we also 
saw the advantages of T Company is weakened by his problems and weakness, these negative 
factors are influencing the future business development and growth of T Company. As what 
we can foresee, China Aerosol Industry will get new sharp increase and development in 
coming years along with the global business cooperation. How will T Company catch these 
opportunities to expand his business and market share? So the Marketing Mix Strategies and 
the present problems solving will be key for T Company to win new challenge in the future. 
The author utilizes the theory of PEST, STP (market segmenting, targeting and 
positioning) and Marketing Mix Strategies to analyze the competition situation and 
present business situation and problems of T Company, and finally work out new 
Marketing Mix Strategies to help T Company to achieve his future business target based 
on the resources of T Company.  
We hope the improved Market Mix Strategies could be beneficial for the 
improvement of the competitiveness of T Company and finally help T Company to realize 
his future strategic goal, in the meantime, we also hope this research is helpful for the 
other companies who have similar or same experience as T Company. 
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第一章  绪论 














P 集团受中国气雾剂巨大市场潜力吸引，于 2007 年在华设立了分公司- T 公司
来拓展中国以及部分亚洲业务。虽然 P 集团气雾阀橡胶垫圈以及配套的喷雾管产品
在欧美市场占据市场领先地位，但是 T 公司在国内市场遭遇了比 P 集团之前预见地
更激烈的市场竞争。在经过 5年左右的国内市场的开拓，T公司虽然和建厂初期相比




































为 T 公司的基本情况介绍，包括 P 集团介绍及营业范围，中国分公司-T 公司介绍和
相关产品的介绍；第四章主要对 T 公司的市场营销环境进行分析，涉及到宏观和微
观行业竞争环境具体分析；第五章是对 T 公司的营销现状进行分析，主要对目前 T
公司在 4P 的现状分析，对目前 T 公司的 4P 营销策略得到进一步的了解；第六章主






本文把 T 公司作为研究对象，通过对 T 公司目前面临的市场宏观和微观经营环
境的分析、经营现状的分析、结合国内竞争环境的分析，应用市场营销相关理论与
方法，为 T 公司提出了全新的营销组合策略和营销策略实施过程中的保障措施。首
先希望由此能进一步健全 T 公司的营销组合策略，提升 T 公司的整体竞争能力，促
进 T 公司在华以及部分亚洲业务的进一步发展，提升市场份额；同时也希望 T 公司
的典型案例分析能对有类似经历或处境的企业能起到一点借鉴作用。 



































































① 资料来源：加里•阿姆斯特朗、菲利普•科特勒著. 吕一林等译. 市场营销学. 第 9 版 中国人民大学出版社. 
2010 

















































图 2-2 市场营销活动的影响因素 
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